No studies have been conducted to link three variables of work values, internal marketing, and job satisfaction in predicting employee loyalty. Therefore, this research aims to fulfill the gap by developing a model that include work values, internal marketing, and job satisfaction in assessing employee loyalty in educational context. This research apply a judgmental sampling with the sample size of 200 lecturers from a private universities in Tangerang. Structural equation modeling was applied in testing the research hypotheses. The results showed that there is one out of three hypotheses that was not supported. That hypothesis is the relationship between internal marketing and job satisfaction. 
No studies have been conducted to link three variables of work values, internal marketing, and job satisfaction in predicting employee loyalty. Therefore, this research aims to fulfill the gap by developing a model that include work values, internal marketing, and job satisfaction in assessing employee loyalty in educational context. This research apply a judgmental sampling with the sample size of 200 lecturers from a private universities in Tangerang. Structural equation modeling was applied in testing the research hypotheses. The results showed that there is one out of three hypotheses that was not supported. That hypothesis is the relationship between internal marketing and job satisfaction.
Belum ada penelitian yang dilakukan untuk menghubungkan ketiga variabel nilai kerja, pemasaran internal, dan kepuasan kerja dalam memprediksi loyalitas karyawan. Oleh karena itu, penelitian ini bertujuan untuk memenuhi kesenjangan tersebut dengan mengembangkan model yang meliputi nilai pekerja, pemasaran internal, dan kepuasan kerja dalam menilai loyalitas karyawan dalam konteks pendidikan. Studi ini menggunakan judgmental sampling dengan ukuran sampel yang meliputi 200 dosen dari sebuah universitas swasta di Tangerang. Pemodelan persamaan struktural digunakan dalam pengujian hipotesis penelitian. Hasilnya menunjukkan bahwa ada satu dari tiga hipotesis yang tidak didukung. Hipotesis tersebut adalah hubungan antara pemasaran internal dan kepuasan kerja.

INTRODUCTION
Employee loyalty has been attracted to many scholars since its influence to companies' growth, productivity of the business, and performance.
Employee plays a central role in attracting, building and maintaining relationships with customers.
Salary factor was affect employee loyalty, based on the survey held by JobStreet to employees in Asia countries (Herlinda, 2017) . But according to Forbes, 79 percent of employee left their employee due to lack of appreciation (Herlinda, 2017) . According to study held by Delloitte stated that employee is not an employee only, they are company's customer and patners, organizations should create an organization culture that inspired the employee to stay or become loyalty (Herlinda, 2017) . Based on description above, there are many factors that could make an employee become loyal. So, it is important for an organization to develop some system or policies to make and keep the employee become loyal. Top management of the organizations develops work system, benefit packages, training programmes, performance appraisals to developing loyal employee (Abdullah et al., 2009) . But most of the company are still unsuccessful to satisfy their employees and attain their loyalty because they do not know about what factors that help in getting employee loyalty (Hussain, 2012) . This study will help these organizations to identify the factors those help them in gaining the loyalty of their employees and also the association of employees satisfaction and employees loyalty.
There are many previous research that investigated the link between job satisfaction and employee loyalty (Hwang & Wang, 2013; Khuong & Tien, 2013; Shah et al., 2012) . Some factors that influence the job satisfaction, such as internal marketing (Bailey, Albassami, & Al-Meshal, 2016; Dahl & Peltier, 2014) , supervisor support (Charoensukmongkol, Moqbel, & Wirsching, 2016) , rewards (Mustapha, 2013; Sejjaaka & Kaawaase, 2014; Westover & Taylor, 2010) , work values (Ravari, Hejazi, Ebadi, Mirzaei, & Oshvandi, 2012; Yahyagil, 2015) and others. This research emphasis on internal marketing and work values, which represent internal and external side of employee in explaining job satisfaction. 
Literature Review
Job Satisfaction
The concept of job satisfaction was introduced by Landsberger with the Hawthorne effect (Khuong & Tien, 2013) . Job satisfaction is one crucial element that influences positive employee behavior (Arnett, Laverie, & McLane, 2002) . Job satisfaction is related with employee's behavior, which is the higher the job satisfaction is the better the employee's behavior is (Robbins, 1996) .
For organization to have satisfied customer, the firm must also have satisfied employees (Rafiq & Ahmed, 2000) . Togia et al. (2004) has defined job satisfaction as the extent to which employee's need are satisfied in a job. According to Coomber & Louise Barriball (2007) , work environment, co-workers, supervisors, salary and organization factors can affect job satisfaction. But according to Bednarska & Szczyt (2015) , occupation, employment contract, pay and education level were the most important individual factors which contributed to the variations in job satisfaction.
Work Values
Values is a beliefs about desirable end behavior that transcend specific situations, guide selection or evalution of behavior and events and ordered by relative importance (Schwartz & Bilsky, 1987:551) .
According to Blackwell, Miniard, & Engel (2006) , personal value is defined as the "normal" (Ravari et al., 2012:449) .
According to Berings et al. (2004) , job satisfaction is influenced by employee's work-related values and its also reflect to individual's attitudes toward overcoming obstacles for obtaining satisfaction from a profession. Tietjen & Myers (1998) stated that one way for organization to keep their employees satisfied at work is respect and recognize their values and beliefs. 
Internal Marketing
Internal Marketing comes from the concept of services marketing. Berry, Hensel, & Burke (1976) introduced the concept of internal marketing.
They were viewing employees as internal customers and treat jobs as internal products. Berry (1981) has defined internal marketing is attracting, developing, motivating, and retaining qualified employees through job-products that satisfy their needs. Internal marketing should be a priority before external marketing (Kotler, 2000) . Internal marketing view that employee is an organization's primary target for marketing efforts with a fact that employees having an interaction with organization's external publics (Bailey et al., 2016) . External customer satisfaction can not be attained without the contribution of the customer -contact employees who provide the service (Rajyalakshmi & Kameswari, 2009) .
External relationship between employee and customer cannot be effective if there is no internal relationship and it's contributes to the success in external market (Hesket, Jones, Loveman, Sasser, & Schlesinger, 1994) . Internal marketing enhance the productivity of the employees and improves customer's satisfaction which in the end will increase company earnings (Rafiq & Ahmed, 2000) .
H2
: Internal marketing will be positively impact to job satisfaction.
Employee loyalty
Loyal employee can be very valuable assets to the organizations because loyal employee will take care of customers in the right way and and understand what customer want and deliver it (Michlitsch, 2000) . According to Wan (2012) , employee loyalty is a psychological attachment or commitment to the organizations and as a result of increase satisfaction. Loyalty plays a positive role in retention of members or employee in the organization which characterized by the strong wish to continue membership of an organization (Turkyilmaz et al., 2011) . A loyal employee also act as advocates to customer of the organization's product, service and image (Preko & Adjetey, 2013) .
H3
: Job satisfaction will be positively related to employee loyalty. (Tabachnick & Fidell, 1996) . Furthermore, the ML estimation applied in this research used χ 2 adjusted which termed as CMIN/DF (Steenkamp & van Trijp, 1991) .
METHODS
Sampling
There is no clear guideline about what value of CMIN/DF is minimally acceptable. Two suggestion is that the ratio is as low as 1.0 (Hair et al., 1995) and as high as 5.0 (Kelloway, 1998) . The cut-off value from 1 to 5 was adopted in this research.
Another measure of absolute fit is GFI. The GFI indicates the overall degree of fit, that is, the squared residuals from prediction compared with the actual data (Hair et al., 1995) . According to Hair et al. (1995) , no absolute threshold acceptability levels have been established . Two recommendations are a value close to 0.90 is marginal acceptance level (Hair et al., 1995) or above 0.90 indicate satisfactory model fit (Kelloway, 1998) . That is, values close to 0.90 and above were deemed acceptable in this research.
AFGI is an extension of the GFI. This index is similar to the GFI in that the value of the measures ranges from zero to one with higher value indicating that the model fits the sample data well. Values close to 0.90 are marginal acceptance level (Hair et al., 1995) or above 0.90 indicate satisfactory model fit (Kelloway, 1998) , and were applied in this research.
Another measure is the RMSEA. It expresses model fit per degree of freedom (Hair et al., 1995) In this research, RMSEA values ranging from .05 to .08 are deemed acceptable (Hair et al., 1995) . (Table 1) .
RESULTS AND DISCUSSION
Having done the reliability tests, a factor analysis was run using Varimax rotation. Each scale was subjected to exploratory factor analysis loading on the dominant factor (at least 0.50) with a sum of the items in the factor explaining more that 50 per cent of the factor's variance (Table 2 ). were calculated by averaging scores representing that dimension. Table 3 However, the results show that the mean of internal marketing indicators was 3.0659 which can be described as lecturers feel neutral toward internal marketing indicators such as the university foundation that treat lecturers as its customers. In other words it can be also stated that lecturers feel the foundation does not treat them as customers but employees.
MANAGERIAL IMPLICATIONS
The results of this study indicate that Internal marketing is not the most important variables in increasing employee satisfaction. But it does not make internal marketing a bad thing to do. It could be at this time employees assume that internal marketing is not a dominant thing. However, the The relationship between job satisfaction and employee loyalty is also significant. However, internal marketing was found not significantly related with job satisfaction.
There are two main limitations of this study. 
